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With the development of economy and the living standard of the people, the 
retail sellings are rising in China, and the amount of shopping centers is also growing. 
Scholars pay attention to this phenomenon and do lots of work on it. Although many 
domestic scholars research on consumer response to shopping centers, few studies 
consider the shopping centers as a whole, especially from the view of agglomeration 
image. As a result of that, it’s difficult for us to catch the whole picture of the 
shopping center and the behavior of consumers in it. Under such a background, the 
research on this topic has great important. 
Based on previous study results，this thesis focused on the agglomeration image, 
clarified related concepts and blurry circumscription，research on the relationship 
between agglomeration image and the patronage intention from consumer’s viewpoint. 
Moreover, we used the Consumers’ Decision-Making Styles as the moderator, and 
trying to find out the impact of Consumers’ Decision-Making Styles on the 
relationship between agglomeration image and the patronage intention. 
Some research conclusions were achieved by induction, deduction and empirical 
research. The main conclusions are as follow: 
First of all, we found five dimensions in the agglomeration image of shopping 
centers, such as ‘Tenant Image’, ‘Food / Entertainment Image’, ‘Environment Image’, 
‘Convenience Image’, ‘Parking Image’. And the ‘Environment Image’ and ‘Tenant 
Image’ had significant influence to patronage intention while the others didn’t show 
significant influence. 
Second, the moderate effect of Consumers’ Decision-Making Styles was not so 
active. 
An interesting conclusion was, the ‘Parking Image’had no significant influence 
to patronage intention, no matter you went to the shopping centers in your own cars or 
not. 
















目  录 
第一章 绪论.............................................. 1 
第一节  研究背景与动机 ..........................................1 
第二节  研究目的 ................................................3 
第三节  研究创新之处 ............................................4 
第四节  研究流程 ................................................5 
第五节  研究框架 ................................................6 
第二章 文献综述.......................................... 8 
第一节  购物中心 ................................................8 
第二节  商业集聚印象 ...........................................16 
第三节  消费者决策型态 .........................................25 
第四节  惠顾意向 ...............................................28 
第三章 研究模型和研究方法 ............................... 31 
第一节  研究假设 ...............................................31 
第二节  研究设计 ...............................................34 
第三节  问卷前测结果分析 .......................................37 
第四节  对研究假设的进一步补充 .................................52 
第五节  正式问卷的发放和收集 ...................................55 
第四章 研究结果分析..................................... 56 
第一节  问卷调查总体情况 .......................................56 
第二节  验证性因子分析 .........................................60 
第三节  相关分析 ...............................................62 
第四节  回归分析 ...............................................64 
第五节  乘坐私家车的顾客与采用其他出行方式顾客之间的差异 .......65 
第六节  消费者决策型态的调节作用 ...............................69 
第五章 研究结论与建议 ................................... 82 
第一节  研究假设验证结果 .......................................82 
第二节  研究结论与分析 .........................................83 
第三节  营销建议 ...............................................85 
第四节  本研究的创新点 .........................................87 



















Chapter1 Introduction .......................................... 错误！未定义书签。 
Section Ⅰ Research Background and Motivation.........错误！未定义书签。 
Section Ⅱ Research Purpose ...........................................错误！未定义书签。 
Section Ⅲ Research Contribution...................................错误！未定义书签。 
Section Ⅳ Research Procedure........................................错误！未定义书签。 
Section Ⅴ Research Framework .....................................错误！未定义书签。 
Chapter2 Literature Review ................................. 错误！未定义书签。 
Section Ⅰ  the Shopping Center.....................................错误！未定义书签。 
Section Ⅱ  Agglomeration Image...................................错误！未定义书签。 
Section Ⅲ  Consumers’ Decision-Making Styles...........错误！未定义书签。 
Section Ⅳ  Patronage Intention......................................错误！未定义书签。 
Chapter3 Research Model and Methods ............. 错误！未定义书签。 
Section Ⅰ  Research Hypothesis ....................................错误！未定义书签。 
Section Ⅱ  Research Design............................................错误！未定义书签。 
Section Ⅲ  Pre-test Results of the Investigation ...........错误！未定义书签。 
Section Ⅳ  More Research Hypothesis ..........................................................52 
Section Ⅴ  Formal Questionnaire Distribution and Collection错误！未定义
书签。 
Chapter4 Analysis of the Results........................ 错误！未定义书签。6 
Section Ⅰ  General Statement of the Survey ..............错误！未定义书签。6 
Section Ⅱ  Confirmatory Factor Analysis.....................................................60 
Section Ⅲ  Correlation Analysis.....................................................................62 
Section Ⅳ  Correlation Analysis.....................................................................64 
Section Ⅴ  the Car Owners.............................................................................65 
Section Ⅵ  Consumers’ Decision-Making Styles as the Moderator ............69 
Chapter5 Conclusions and Recommendations ....................................82 
Section Ⅰ  Results of Research Hypothsis ....................................................82 
Section Ⅱ  Conclusion and Analysis ..............................................................83 
Section Ⅲ  Marketing Suggestions.................................................................85 
Section Ⅳ  Innovation .....................................................................................87 


































第一章  绪论 





















                                                   
① 数据转引自中华人民共和国国家统计局. 中华人民共和国 2009年国民经济和社会发展统计公报 [EB/OL]. 
http://www.stats.gov.cn/tjgb/ndtjgb/qgndtjgb/t20100225_402622945.htm，2010-02-25. 













































                                                   



































































































































































































第二章  文献综述 
本章将对有关购物中心的研究和理论以及顾客惠顾意向进行简单回顾和总
结，并对消费者决策型态的相关研究做简要梳理。 
第一节  购物中心 
一、购物中心的定义 
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